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Over the past decades, concern about the environment has become not only a significant public issue but also 
a crucial topic in academic research. Concern about environmental sustainability and climate change has 
increased dramatically in the past and is affecting the way consumers behave. This change has lead to a 
greater focus on green consumerism.  No doubt that environment is essential for the growth and survival of 
all living beings. But unfortunately environment has fallen prey for mankind. Nature is being degraded by the 
activities undertaken by companies. Hence, it becomes the responsibility of the business world to compensate 
for the harm that the companies are causing to environment. The growing social concern for the environment 
has recently emerged as a key issue in marketing. In recent years, this fact has leads to an increased interest 
by consumers in making environmentally social purchases. Recently, green consumerism has started to 
gradually emerge in the Asian region. With the interest in green consumerism, Asian consumers have 
recently become one of the primary targets for international marketers. Research has shown that consumers 
have translated their resulting environmental concern into actively purchasing green products. This study 
describes the profile of green product buyers in Malaysia. By using mall intercept survey, data were 
collected from consumers who do shopping at hypermarkets in Malaysia. From the analysis undertaken, it 
was found that level of green purchase behavior among Malaysian consumers is not encouraging. In this 
study, green purchase behavior tends to be differ across different gender where females tend to be greener 
than males. Green buyers do not differ across different level of household income and the green buyers are 
composed of married respondents. The theoretical implications and managerial implications of these findings 
are discussed.  
 
Keywords:  Green consumers, consumerism, green purchase behavior, Malaysia. 
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Environment is essential for the growth and survival of all living beings. But unfortunately, it has fallen prey to 
mankind. Nature is being degraded by the activities undertaken by companies. Hence, it becomes the 
responsibility of the business world to compensate for the harm that the companies are causing to the environment. 
According to a report by the World Wildlife Fund (WWF) on 21st October 2004, the human race is plundering the 
planet at a pace that outstrips its capacity to support life. Environmental problems are caused directly or indirectly 
by the patterns of production of industries, and pattern of consumption and behavior of consumers (Tsen et al., 
2006). The impact of environmental degradation have caused among other things, global warming, depletion of 
stratospheric ozone layer, pollution of rivers and seas, acid rain and noise pollution (Ramlogan, 1997). Since the 
1960’s, there has been a growing concern about the future of the earth and its inhabitants. This concern leads to 
the following question: “Do we have enough resources to sustain the way of living that is enjoyed by the world’s 
consumers?” 
 
The growing social concern for the environment has recently emerged as a key issue in marketing (Murphy, 1991). 
In recent years, this fact has led to the consumers’ increased interest in making environmentally social purchases. 
More and more consumers have realized that their consumption activities will lead to environmental problems and 
have translated their environmental concern into action (Kangun et al., 1991). Accordingly, public opinion polls 
show overwhelming support for environmental concern and environmentally sound purchases (Roper, 1992; 
Ottman, 2006). 
 
Over the years, a majority of consumers have realized that their purchasing behavior had a direct impact on many 
ecological problems. Therefore, the “new millennium era” has witnessed that consumers are more aware and 
responsible to purchase green products- i.e. products which are environmentally-friendly - to tackle the ecological 
and environmental issues. The outcome of this is that, some of the consumers translated their environmental 
concern into actively purchasing green products commitment (Martin & Simintiras, 1995).   
 
Western studies have evidenced that consumers particularly in the US and Europe are growing more 
environmentally conscious in the past decade (Lee, 2008).  Recently, green consumerism has started to gradually 
emerge in the Asian region (Gurau & Ranchhod, 2005). With the interest in green consumerism, Asian consumers 
have recently become one of the primary targets for international marketers due to two main reasons. First, there is 
a growing trend that consumers in Asia are increasingly becoming conscious of the alarming environmental 
problems (Harris, 2006). Second, as mentioned by Li and Su (2007), the fast growing economies in Asia has led to 
a vigorous rise of financially-empowered consumers across Asia who are willing to spend more than the previous 
generations. 
 
Environmental issues have become an integral aspect of marketing managers’ concern. Businesses have become 
more concerned with environmental issues for two reasons (Osterhus, 1997). With increasing affluence derived 
from rapid economic development, people in various parts of the globe are becoming more and more concerned 
about the hazardous impacts of environmental deterioration on their enjoyment of life (Chan & Lau, 2000). First, 
consumers’ environmental concern influences product offerings which are proved by the fact that a core market of 
green exists. So called “green” consumers represent as many as one fifth of all consumers (Ottman & Reilly, 1998; 
Stisser, 1994). Second, environmental issues permeate international, inter firm and political contexts. Therefore, 
marketers must grapple with increasingly heterogeneous markets and gauge differential levels of consumer 
concern for environmental issues. As a result, more and more marketers are coming out with products that are 
environmentally “friendly” or “green”. 
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Given that sufficient products are available, the question of whether consumers will buy these products arises. 
Moreover, will consumers be willing to change their purchasing behavior to be friendly to the environment? If so, 
what are the characteristics of this group of consumers? As a result of these questions, several research studies 
have attempted to identify the characteristics of the “green” consumers and the related marketing implications 
(Muller & Taylor, 1991; Zucarro & Fortin, 1992). However, previous empirical research provides contradictory 
and inconclusive evidence on the category of “green” consumers. Thus, present study using Malaysian consumers’ 
data shed more lights on the issue. In this research, we examine the profile of “green consumers” in the context of 
non western country, i.e Malaysia. 
 
2. Literature Review 
 
In general, green product is known as an ecological product or environmentally friendly product (Chen & Chai, 
2010). Shamdasmi et al. (1993) defined green products as the product that will not pollute the earth or deplete 
natural resources and can be recycled or conserved. Schlegelmilch et al. (1996) classified green products into 
general green products, recycled paper products, products not tested on animals, environmentally friendly 
detergents, organically-grown fruit and vegetables ozone–friendly aerosols and energy-efficient products. It is 
usually specified as providing measurable improvements throughout the entire product life cycle (Manaktola & 
Jauhari, 2007). This may be due to a technology or process change with development of “cleaner”, more efficient 
technologies or may be reflected in the choice of raw material, the production of waste, how the product is used, 
the means of disposal, the amount of pollution generated and its health and safety measures (Shrivastava, 1995).   
 
According to Wasik (1992), green products are the category of products that have more environmentally sound 
content or packaging in reducing the environment impact. In sum, Chen and Chai (2010) conclude that green 
products can be referred to as products that incorporate the strategies in recycling or with recycled content, 
reduced packaging or using less toxic materials to reduce the impact on the natural environment. Consumers who 
are aware of and interested in environmental issues are called green consumers (Mostafa, 2006). This category of 
consumers usually organizes petitions, boycotts manufacturers and retailers and actively promotes the preservation 
of the planet (Fergus, 1991). They tend to avoid products that are likely to endanger the health; cause significant 
damage to the environment during manufacture; use unsafe disposal; consume a disproportionate amount of 
energy; cause unnecessary waste; use materials derived from threatened species or environments (Strong, 1996). 
Numerous studies have addressed the characteristics of green consumers either as a primary point of investigation 
or as a secondary issue. The profile of “green” consumers that are willing to pay more for environmentally 
friendly products can be classified into five categories; demographics, knowledge, value, attitude and behavior 
(Laroche et al., 2001). Majority of these studies have looked into and found demographic variables associated with 
green consumption.  
 
Going back to the early studies of ecology and green marketing, age has been explored by a number of 
researchers. The general belief is that young individuals are likely to be more sensitive to environmental issues. 
There are a number of theories offered in support of this belief, but the most common argument is that those who 
have grown up in a time period in which environmental concerns have been a salient issue at some level are more 
likely to be sensitive to these issues (Straughan & Roberts, 1999). As with many of the demographic variables, the 
findings have been somewhat equivocal. Some of the researchers who explored age as a correlate to green 
attitudes and behavior have found non-significant relationships (Roper 1992). Others have found the relationship 
to be significant and negatively correlated with environmental sensitivity and/or behavior as predicted (Zimmer et 
al., 1994). Early research identified the “green” consumer as being younger than average (Berkowitz and 
Lutterman, 1968; Anderson and Cunningham, 1972). Lustigman (1994) also found younger people are more likely 
to purchase environmentally sensitive products. However, this trend has been reversed and another studies 
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identified the “green” consumer as being older than average (Sandahl & Robertson, 1989; Robert, 1996). 
Straughan and Roberts (1999) segmented college students based upon ecologically conscious consumer behavior 
and stated that the younger individuals were likely to be more sensitive to environmental issues. 
 
The development of unique sex roles has led most researchers to argue that women are more likely than men to 
hold attitudes consistent with the green movement. Theoretical justification for this comes from Eagly (1987) who 
holds that women will, as a result of social development and sex role differences, more carefully consider the 
impact of their actions on others (Straughan & Roberts, 1999). Females tend to be more ecologically conscious 
than men (McIntyre et al., 1993). Most studies portrayed a highly socially conscious person as female (Anderson 
& Cunningham, 1972; McIntyre et al., 1993; Banerjee and Mc Keage 1994; Laroche et al., 2001). Men were 
found to have more negative attitudes towards the environment compared to women (Tikka et al., 2000). Women 
were more likely to buy a green product because they believe the product to be better for the environment 
(Mainieri et al., 1997). However, Reizenstein et al., (1974) and Balderjahn (1988) reported that the relationship 
between environmentally conscious attitudes and the use of non-polluting products was more intensive among 
men than among women.  Several studies have found the relationship not to be significant (e.g. Samdahl & 
Roberstson, 1989). Others have found support for the theoretical justification given (Roper, 1992; Stern et al., 
1993). Still others have found the opposite of the predicted relationship (e.g. Mostafa, 2007). In the context of 
local study, Chen and Chen (2010) indicated that there is no difference between gender in their environmental 
attitudes and their attitudes on green products, which is in line with a Canadian study by Eagles and Muffitt (1990) 
who also found no difference between genders in environmental attitudes. Samdahl and Robertson (1989) found 
the relationship not to be significant in the case of ecological attitudes and genders. Moreover, D’Souza et al. 
(2007) indicated no differences with respect to gender in the respondents’ attitudes towards green labels. As is the 
case with age-based green research, the results of gender-based investigations are still far from conclusive. 
 
 
Income is generally thought to be positively related to environmental sensitivity. The most common justification 
for this belief is that individuals can, at higher income levels, bear the marginal increase in costs associated with 
supporting green causes and favoring green product offerings.  Henion (1972) and Kinnear et al. (1974) thought 
that consumers with medium or high incomes would be more likely to act in an ecologically compatible manner 
due to their higher levels of education and therefore, increase their sensitivity to social problems. However, Sachs 
et al. (1987) and Sandahl and Robertson (1989) found that environmentally conscious consumers are less educated 
and have lower income than average. Other studies have shown a non-significant direct effect of income on 
environmental awareness (Van Liere & Dunlap, 1981). A few studies have found the opposite; a negative 
relationship between income and environmental concerns (Samdahl & Robertson, 1989). Buttel and Flinn (1978) 
reported a moderately positive correlation between people with higher income and environmental concern. 
Bourgeouis and Barnes (1979) also reported that people with middle to upper-middle income were consumers who 
took into account the societal and environmental consequences in purchasing products. From the purchase 
decision process model, Engel et al. (1995) found that purchasing was affected greatly by consumer income. The 
more money consumers have, the more they purchase products.  
 
Level of education is another demographic variable that has been linked to environmental attitudes and behavior. 
Specifically, education is expected to be positively correlated with environmental concerns and behavior (Roberts 
& Bacon, 1997; Zimmer et al., 1994). Sandahl and Robertson (1989) found that the environmentally conscious 
consumer is less educated and has a lower income than the average American. Although the results of studies 
examining education and environmental issues are somewhat more consistent than the other demographic 
variables, a definitive relationship between these two variables has not been established. The vast majority of these 
studies have found the predicted positive relationship (Roper, 1990; Schwartz & Miller, 1991, Zimmer et al., 
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1994). However, Samdahl and Robertson (1989) found the opposite; education was negatively correlated with 
environmental attitudes and Kinner et al. (1974) found no significant relationship. To conclude, the findings 
regarding demographic variables have been somewhat equivocal. Some of the researchers found non-significant 
relationships between the different demographic variables and green behavior while others have found the 





This study is correlational in nature where data was gathered once, to answer the study’s research questions. The 
study was conducted with the intention to obtain a good grasp of the consumer purchasing behavior of green 
products. A survey method was employed because this study strongly believes that survey research is best adopted 
to obtain personal and social facts, beliefs, and attitudes (Kerlinger, 1973). The unit of analysis for this study was 
the individual consumer who went for shopping at various hypermarkets in Malaysia. This study treats each 
consumer’s response as an individual data source.  
 
The study population consisted of consumers in who shop at various hypermarkets in Malaysia.  Consumers were 
chosen as the study sample due to the essential roles they have in advancing a nation’s green revolution 
(McDoughall, 1993; Wasik 1992). This assertion is supported by the evidence that 30 to 40 percent of 
environmental degradation has been brought about by the consumption activities of private households (Chan & 
Lau, 2000). It has been further noted that if consumers exhibit a high degree of ecological concern and channel it 
into some eco-friendly purchasing acts, it is likely that profit-driven companies will be strongly motivated to adopt 
the concept of green marketing in their daily operations. As a result, the dynamics of this buyer-seller interaction 
will lead to a further advancement of the green revolution across the whole country (Ottman et al., 2006). 
 
 
The sampling procedure used for the present study was mall intercept survey whereby respondents are intercepted 
in shopping in malls. This was a similar method used in other studies conducted in green purchasing 
(Pornpitakpan, 2001; Jin & Kang, 2011). 
 
The measure of consumer’s purchasing behavior in the present study was generated from the respondent. The 
consumer’s green purchase behavior was operationalized as the extent that consumers purchase environmentally 
products (organic, environmentally safe, non animal testing, no chemical ingredients, certified environmentally 
safe, fair community trades and recycled) as their shopping items (Mostafa, 2007). The demographic information 
captured in this study was gender, age, marital status and monthly household income.  
 
For data collection purposes, 700 questionnaires were distributed to consumers in ten hypermarkets in Malaysia. 
Out of this number, 84 were excluded because they were incomplete. Thus, a total of 616 responses were usable 
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Table 1 presents the profile of the respondents. 55.5% of the respondents are males and 44.5% are females. With 
regards to age of the respondents, majority of the respondents (48.7%) are at the ages of 26-30 and 31-35. 
Respondents below 20 years old constitute 14.6% followed by respondents of ages 21-25 (15.9%) and finally, 
respondents of ages 36-40 years (19.8%). Regarding the marital status of the respondents, almost half of the 
respondents (47.6%) are married. Those who are single constitute 46.3% and a minimal 6.2% are divorced. In 
general, the monthly household income of the respondents are diverse. 18.3% of the respondents earn household 
income below USD 1000. Around 53.1% respondents have household income between USD 1001- USD 2000. 
Those with monthly household income between USD 2001–USD 4000 constitute 20.1% followed by 8.4% with 
household income USD 4001 and above.  
 
Table 1: Profile of the Respondents (n=616) 






























    














Monthly household income  Below USD 1000  
USD 1001 – USD 
2000  
USD 2001- USD 4000  









    
    
 
From the 616 respondents, it was found that only 186 respondents (30%) can be categorized as green product 
buyers and 430 (70%) are non buyers. From the descriptive analysis and inferential statistics undertaken, it was 
discovered that among the green buyers, 31.7% are male and 68.3% are female. It seems that females tend to buy 
more green products compared to their male counterparts. With regards to the marital status of the respondents, it 
was discovered that majority of them (81.2%) are married, followed by 18.3% who are single and a minimum 
percentage (0.5%) who are divorcees. In this study, majority (60.7%) of the green product buyers are between the 
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ages of 26 and 35, followed by 29.6% of ages 36-40 years old. A minimum percentage of 7.5% and 2.2% of 
respondents are of ages below 20 and between 21-25 years old respectively. Based on the household income of the 
respondents, it was discovered that majority of green buyers tend to be among those with household monthly 
income between USD 2001- USD 4000. This is evidenced by almost half of the respondents (49.5%). This 
category is followed by those with  household income between USD 1001- USD 2000 (25.3%)  and between USD 
4001 and above (18.8%). Only 6.4 % of green buyers have household income below USD 1000.  
 
Table 2: Profile of Green Product Buyers (n=186) 
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USD 1001 – USD 2000  
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Respondents were asked regarding their reason for buying green products. As shown in Table 3 below, 63.4% 
respondents indicated their reason as because green products are safer than conventional products. 16.1% of the 
respondents reasoned that green products are healthier than conventional products while 8.6% believed that green 
products are of a higher quality than conventional products. 7% of the respondents indicated their reason as 
because green products are readily available in the stores and a minimum percentage of 4.8% reasoned that green 
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Table 3: Reason of Buying Green Products 
Reason Percentage 
(%) 
Green products are safer than conventional products. 63.4 
Green products are healthier than conventional products. 16.1 
Green products are of higher quality than conventional products. 8.6 
Green products are offered at a lower price than conventional products. 4.8 
Green products are readily available in the stores as conventional products. 7.0 
 
 
With regard to the sources of information used to search for green products, examination of the responses given 
shows clearly those sources which were rated as most likely to be used by green product buyers. Table 4 presents 
the sources of information used by the respondents. The higher the percentage, the more likely the respondent used 
the source. Overall, the respondents were more likely to use word of mouth, television/radio, printed 
advertisement, website and social network. It was discovered that word of mouth was rated as most likely used of 
all sources of information by the respondents with 78.5%, followed by 76.9% via television/radio. 53.2% of the 
respondents use print advertisement (newspaper and magazine) while 36% refer to the general website providing 
information on green products. Information from the company’s website were used by 22% of the respondents, 
43.5% referred to documentaries on television and finally 47.8% obtained information regarding green products 
from social network (face book, blogs, online forum).  
 
Table 4: Sources of Information about Green Products 
Source Percentage (%) 
Word of mouth (friends, family, colleagues) 78.5 
Television/radio advertisement 76.9 
Print advertisement (newspaper, magazine) 53.2 
Website providing information on green product 36 
Company’s website 22 
Documentaries on television 43.5 
Face book/green blogs/online forum 47.8 
 
It is also interesting to explore if the green product purchasing behaviour differs across profiles of the respondents. 
Independent t-test is used to evaluate the differences in the level of green purchase behaviour in terms of gender. 
A summary test of the differences is tabulated in Table 5. There was a statistically significant difference in the 
mean scores of green purchase behaviour between males and females. Females tend to have higher green purchase 
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Table 5: Green Purchase Behaviour by Gender  
Independent 
Variable 








Note: *p< .05 
 
The differences in the level of green purchase behaviour among green product buyers were explored in terms of 
marital status, age and monthly household income. Analysis of variance (ANOVA) is used to test the differences 
between these variables. Table 6 summarizes the results of the test. It was found that level of green purchase 
behaviour of the green product buyers did not vary by age (F=1.48; p= .21) and monthly household income 
(F=1.26; p= .29), but varied across marital status (F=1.86; p=.04). Married people tend to have higher green 
purchase behaviour than single. 
 
Table 6: Green Purchase Behaviour by Marital Status, Age and Monthly Household Income  
Independent Variable F-value (p value) 
Marital status 1.86 (.04) 
Age  1.48 (.21) 
Monthly household income  1.26 (.29) 
 
 
5. Discussion  
 
This study demonstrated that level of green purchase behavior among Malaysian consumers is not encouraging. 
This is evidenced by only 30% of the total respondents who have experience in buying green products. Consistent 
with definition of green purchase behavior, it can be interpreted that, consumers tend to have low level of purchase 
of environmentally friendly products (organic, environmentally safe, non animal testing, no chemical ingredients, 
certified environmentally safe, fair community trades and recycled) as their shopping items.  This result is similar 
to Tarkianen and Sundqvist (2005) who found low level of green purchase of organic products in Finland.  
 
The findings regarding demographic variables have been somewhat equivocal. Some of the researchers found non-
significant relationships between the different demographic variables and green behavior while others have found 
the relationship to be significant. In this study, green purchase behavior tends to be different across genders. 
Females tend to be greener than males. One plausible reason to explain this finding is due to the fact that female is 
more sensitive to environmental issues and more willing to participate and change their current lifestyles into 
something that can help the environment better. This is consistent with findings by Bayne et al. (2010), do Paco 
and Roposo (2009) and Lee (2008). This may be due to the nature of woman that makes her to be more observant, 
caring and sensitive. Naturally, females tend to assume responsibility for housework, child care and family matters 
(Lee, 2008). This orientation to the private sphere and motherly-role may shape women to become more 
concerned about environmental threats to health and safety. Moreover, since most environmentally relevant 
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behavior takes place at home (e.g. recycling, biodegradable) and most of the household purchase is much more 
often done by women than by man, green purchasing may be a concept more relevant to women than man. 
Although Engel (1995) proposed that green purchase is affected greatly by the consumers’ income since income is 
a resource that consumers use in the exchange process of marketing, the comparison between income levels show 
that green buyers do not differ across different levels of household income. This is contradicting with Banyte et al. 
(2010) who noted that green buyers are among those who receive higher than average income.  
 
Similar to the influence of household income, the comparison between age and green purchase behavior shows no 
significant difference. This is contradictory to the finding by do Paco and Roposo (2009) who discovered that 
green buyers are composed of individuals whose ages range between 25 and 34.  
 
The analysis of the data reveals that green buyers are composed of married respondents. This is consistent with 
findings by Laroche et al. (2001) in their study in USA. It may be suggested that these individuals are more 
inclined to think of how a ruined environment may negatively impact not only their partner, but their children’s 
future. This could be a string motivation for married couples to behave in an ecologically conscious fashion. 
Overall, it seems that married people may be more prone to put welfare of others before their own. Laroche et al. 
(2001) came up with similar findings.  
 
5.1 Academic and Managerial Implications 
 
In view of the dearth of non-Western research on green marketing, this study can make a contribution to the 
implementation of green marketing strategies by helping academics and practitioners to better understand, explain 
and predict patterns of green consumer behavior. Lee and Green (1991) claim that while most of the major 
consumer behavior studies were conducted and tested in the West, relatively little attention has been devoted to 
investigating the validity of consumer behavior findings in other cultural settings. This cross-cultural testing is 
essential as most behavioral theories are rooted in psychology, which in turn is heavily bound by cultural values 
(Chan & Lau, 1998). In this research, we examined the consumer behavior of green products in non western 
cultural environment.  Examination of such consumer behavior pattern is important for bridging the knowledge 
gap that currently exists between practitioners (as evidenced by widespread use of green products) and academic 
researchers (as evidenced by the lack of empirical research on green purchase behavior). In view of the growing 
trend of higher environmental awareness among Asian countries, environmentally related products pose both 
threats and opportunities. The closer the move to understand what causes individuals to pay for green products, the 
more able marketers will be to develop strategies specifically targeted at this particular group. The knowledge of 
the green consumer is important for the whole supply chain and especially for the retailers, since the 
environmental issues influence the purchase of green products. Knowing the green profile of consumers allows 
marketers to develop strategies specifically targeted to this segment. For example, green marketers should 
consider gender differences in green purchase behavior. They could for instance, tailoring different marketing mix 
strategies to both gender by emphasizing the elements which they view as important would definitely help to 
increase their market penetration. 
 
It was possible to observe that there are consumers who used to buy green products and that certain demographic 
variables are significant for differentiating between the “greener” segment and the “non greener”. These 
consumers, despite their support for policies designed to improve the environment, do not translate their concerns 
into actions. It can be concluded that consumers understand the challenge currently placed to protect the 
environment and that they are aware of the existence of environmental problems, even though their concerns are 
not always translated into environmentally friendly behavior. It was also noted that there are consumers who are 
prepared to base their buying decisions on purchasing products that do not harm the environment.  These segments 
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should be analyzed by firms in order to assess their attractiveness, adopt a correct positioning towards them and 
define suitable marketing programs.   
 
6. Limitations and Future Research Suggestions 
This study was based on a cross-sectional perspective, which limits the knowledge of the long-term impact of the 
factors in our study. A longitudinal future research in this area is needed to unveil with clarity and greater 
certainty, the relationship between consumers’ behavior towards green products over time. As with any other 
studies using a consumer sample, the findings of this study might not represent consumers at large. A replication 
of this study with more general consumers of a wide range in their characteristics might be necessary to attest the 
applicability of the findings to the broader public. As in many research studies of consumer markets, a truly 
representative sample was difficult to achieve. It cannot be claimed that there was no sampling bias. The size of 
the sample was acceptable and similar to other studies regarding consumer research. Given this context of the 
study, its outcomes and implications must be generalized cautiously.  
 
It should be remembered that this research only investigated buyers at hypermarkets in the context of green 
purchase behavior. Since the different store formats have also very different characteristics (e.g. price level, 
products assortment), it is likely that the consumers’ buying behavior also differs between different stores. Thus, 
care should be taken in generalizing the results reported here until additional research verifies the findings across 
different stores and locations. 
 
7.  Conclusion 
 
This study aimed at investigating the green purchase behavior in the context of Malaysia. The analyses undertaken 
indicate that level of green purchase behavior among Malaysian consumers is not encouraging and tends to be 
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